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Executive Summary
As part of the Limited Corporation’s aggressive international growth strategy, Victoria’s Secret will enter

France giving us access to the largest Western European country. France ranks among the least restrictive

nations for foreign direct investment and import requirements. Import duties and ad valorem taxes are

on average 38% of the product’s value. Because of these factors, most lingerie manufacturers enter the

market by importing their products. This market is especially appealing because of the French openness

and acceptance of sexuality.

The French lingerie market is worth 2.4 billion annually with over 19 million potential customers. Women

between the ages of 15-64 account for over 91% of the female users. There are many existing competitors

in the French market including Sara Lee, Triumph International, La Perla, and BodyOne. Most lingerie

sales are made through super markets or “mass retailers” followed closely be specialty stores.

Victoria’s Secret for France will be targeting women between the ages of 15 – 34 who purchase lingerie for

special occasions and every day wear. Women will have the opportunity to shop at stand-alone stores,

online through Victoria’s Secret Direct, or by mail order catalog. Adaptations to the French market include

offering a higher-grade line that competes directly with the Italian brand La Perla and high-end fashion

houses such as Dolce & Gabbana and regularly offering our customers complimentary refreshments such

as tea, coffee and soda while they shop in our specialty stores as is custom in France. The quality of our

lingerie and our extensive product line allows us to charge a slightly higher price than our stiffest competitor,

but we are still less expensive than our other major competitors. To promote the store, the Angel Credit

Card with all its associated benefits will be introduced into the French market in addition to television,

print advertising and mailings to our regular customers.

Following these marketing strategies, we project that we will be able to capture 1.875% of the French market

with a sales forecast of 356,250 customers per day.
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Katie Hamilton
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Introduction
With its ideal location in the center of the European Union and status as the fifth largest economy in the

world, companies are racing to set up shop in France with the hope of gaining more market share. At

Limited Corporation, we have decided that in an age when globalization is on the rise and so many companies

are expanding overseas, we can no longer passively target the vast global markets in existence through our

catalog and website alone. We must begin to aggressively market our product overseas, by introducing our

Victoria’s Secret stores in France.

Country Outlook
Demographics France is geographically the largest Western-European nation with a population

just over 60 million, and a distribution of 105 inhabitants per square mile. The highest density is located

in the Paris region, where the distribution is 890 inhabitants per square mile. A total of 75% of the

population resides in urban areas, with 18.6% of those residing in Paris (salemsbdc.org). There are roughly

two million more women in the French population than men and about 65% of the entire population falls

between the ages of 15 and 65 years of age. People between the ages of 0-14 years old comprise 18.6% of

the population and about 16% are 65 years of age and older (www.cia.gov). In 2003, the population growth

rate was estimated to be .42% (http://www.odci.gov/cia/publications/factbook/geos/fr.html).

The total population is very educated, 99% of French people over the age of 15 can read and write.

Economy The most recent figures available show that just under half the population, roughly 27

million people make up the labor force for the country, where 71% work in services, 25% in industry, and

4% in agriculture (www.cia.gov). It is an economy that relies very much on the service industry. The GDP

for the country is estimated to be about $1.54 trillion, with a growth rate of 1% expected (www.cia.gov).

France is ranked number 16 in the world in terms of gross per capita income, which comes to

23,090.05 per person. The income distribution in France is 25.1% (nationmaster.com).  The GDP for France

has increased over the years, as illustrated (economist.com):
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Exports from France total $307.8 billion. The major exports are machinery and transportation

equipment, aircraft, plastics, chemicals, pharmaceutical products, iron and steel, and beverages. Export

partners include Germany (14.7%), UK (9.8%), Spain (9.6%), Italy (8.8%), and US (8.7%). Imports into

France total $303.7 billion and these include machinery and equipment, vehicles, crude oil, aircraft,

plastics, and chemicals. Import partners include Germany (16.7%), Benelux (7.0%), Italy (9.1%), UK

(7.5%), and US (8.9%) (cia.gov). From these statistics we can see that the amount of exports and imports

in France is almost exactly the same, although France does have a small surplus in terms of exports.

The French economy as a whole is said to be functioning below its growth potential because it is

in a transitional period. Formally, the economy was characterized by “extensive government ownership

and intervention” and recently has been moving toward privatization and more of a market economy,

which in the end will be better for most businesses. With the shift toward more of a “freer” economy,

businesses have slowly begun to grow. Some foreign companies are hesitant to invest in France because

of the former government interference with business; however, “since the establishment of the European

Union, the United States has negotiated Mutual Recognition Agreements…which should help to ease entry

into the EU and French markets for U.S. firms” (BuyUSA.gov). These types of negotiations have paved the

way for U.S. and other foreign companies to market their products in France.

Legal and Political Environment France is a democratic republic whose political system is based on

a written constitution established in 1958. Their government, like that of the United States, is comprised

of three branches: the executive branch, legislative branch, and the judicial branch. The Constitution

provides for a bicameral parliament consisting of a National Assembly and a Senate. National Assembly

deputies are directly elected for five-year terms. Senators are indirectly elected for nine-year terms, with

one third of the Senate being renewed every three years. The present Prime Minister of France, Jean-

Pierre Raffarin, is an avid supporter for regional empowerment, free enterprise, and decentralization. It

is in relation to this idea that France has become one of the most attractive markets for foreign investors.

 The government of France makes it a priority to make their country attractive to foreign investment

as they see it as a way to create durable jobs and stimulate growth. The French investment administration

is considered among the worlds least restrictive. The government even offers a variety of investment

incentives to attract foreign investors. While the French have two social security taxes, the Contribution

Sociale Generalisée and the Contribution au Remboursement de la Dette Sociale, U.S. contributors to the

U.S. Social Security system are exempt from these taxes. Under French law, private investors are entitled

to compensation if their properties are expropriated, and such compensation must be adequate and paid

promptly.

1999         2000        2001       2002
GDP per head ($ at PPP)       23,599          25,242         26,290        26,810
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 While one of the least restrictive, France does have its trade and standards regulations. Duties are

levied on all imports from non-EU countries, though most of these are moderate. Most raw materials enter

duty-free or at low rates, most manufactured goods are subject to rates between 5 and 17 percent. Import

duties are calculated on an ad valorem basis. In addition to the duties levied under the Common External

Tariff, goods imported into France are also subject to a value-added tax (VAT). The standard VAT rate in

France is 19.6 and it must be added to the price of all goods and services sold in France in connection with

an industrial or commercial activity.

Import and export transactions exceeding Euro 12,500 in value must be conducted through an

approved banking intermediary. There are also certain documents required to import into France, such

as shipping documents, commercial Invoice, delivery and payment terms, Bill of Lading or Air Waybill,

and Certificate of Origin. Labeling and marking requirements must also be met in order to import into

the country. The following information is generally required for all products: origin (country), language

(must be written in French), designation, brand names/trademarks, composition, usage instructions,

required dates, qualifiers, name/address of manufacturer or vendor, specifications, price, bar code price

labeling, and quality and ecological labels.

Foreign exporters should note that all goods entering France have to conform to French and

European Union standards. After meeting EU standards, manufacturers must affix the CE mark that

guarantees “European Conformity” to the product. If the mark is not affixed, the product will not be

authorized for import and sale in the EU. These standards often differ substantially from those in the U.S.

Some testing requirements at times appear to exceed reasonable requirement levels needed to ensure

proper performance and safety.

Cultural & Social Factors There is a fairly large social and economic gap present between the upper

class and the rest of society in France, as the per capita income of those living in Paris and close proximity

is about 60% higher than the rest of the country (www.prs.k12.nj.us). This upper-class area in the northeast

region of France is characterized by industrialization and urbanization, while the west and south are the

sections of the country that remain mostly rural and are well known for their wine, and agriculture. Targeting

the densely populated northeast region of the country allows apparel and lingerie stores access to those

consumers with the most buying power.

France is a prime location to receive shipments of imported goods from manufacturing plants, as

it borders on two major waterways including the English Channel and the Mediterranean Sea (www.cia.gov).

Goods shipped in through the English Channel could be on shelves in a store in Paris in as little as one day

after clearing customs.

 The French people as a whole are much more open to sex and sexuality then most Americans often

viewing Americans as being prudish. Many popular fashion magazines like Cosmopolitan and Vogue that

are marketed in the United States and also in countries such as France feature full frontal nudity in the



European versions, as well as more sexually explicit articles. It is also not uncommon when watching

European television during normal daytime hours to see full nudity on regular public channels. Nudity

and sexuality in the media or in discussion is simply not taboo in European countries the way it is in the

United States.  The French will have no problem with lingerie advertisements featuring models scantily

dressed or with lingerie products that will be openly and aggressively marketed.

Industry Outlook
Size of the Market Research shows that lingerie sales in France total approximately $2.4 billion

annually, which represents about 18 percent of total sales of women’s wear in France. Increased demand

in the lingerie market is expected to come primarily from women between 50 and 64 years old while

demand from women under 29 is expected to decrease slightly until 2005. The demand from women

between 30 and 49 years old is expected to remain stable (Kohn). Overall according to market analysts,

the lingerie market is expected to increase by 0.8 percent per year over the next five years.

 With over 19 million potential customers, this is indeed a large and prosperous market. The median

age for females in France is 39.8 years, so more than 50% of the female market is either expected to

increase their demand for lingerie or at least remain stable. Also, with a growth rate of 0.42 percent, and

18 percent of the females under 15, France offers long term potential to lingerie marketers.

Major Product Lines in the Lingerie Industry Major product lines of the lingerie industry include

brassieres, panties, and nightwear. Within each category there are many different styles each with different

colors and fabric. Panties can be divided into different styles such as classic bikini, Rio brief, string bikini,

high-cut brief, the v-string, and the thong. Brassieres are made up of the push-up, full coverage, low

plunge, no wire, and the strapless bra. As for nightwear, there are the classic pajamas, sleeping gowns,

sleep shirts, slips, chemises, robes and of course, the sexy lingerie.

 Today the lingerie market separates their product offerings according to the emotions and lifestyles

of consumers. During the last international trade show, the many different types of lingerie were divided

into four categories: Romantic lingerie, Beautiful lingerie, Sporty lingerie, and Contemporary lingerie

(France-Interselection). Romantic lingerie emphasizes the importance of subtlety and is made with fabrics

that are smooth. Beautiful lingerie is sophisticated and accentuated with lace and floral embroidery. Sporty

lingerie includes ready-to-wear products with emphasis on bright colors. Contemporary lingerie is

dedicated to comfort. These different themes emphasize how a woman wants to feel when wearing lingerie.

Major Consumer Segments The French lingerie market can be segmented by gender, purchase occasion,

age, and consumer emotion.  The vast majority of consumers who purchase lingerie are women; however,

men also purchase lingerie. Most purchases by male consumers can be characterized by events such as an
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anniversary, birthday, or special occasion. Although women also purchase upon the happening of these

types of events, they often purchase lingerie out of necessity.

There are approximately 19,583,850 women between the ages of 15-64 who comprise over 91% of

the female users of lingerie (Demographics of France). Although girls between the ages of 15-24 comprise

21% of the market’s population, they are responsible for over 26% of the lingerie purchases making them

the largest consumer of lingerie products (Country Profiles).  These girls; however, purchase less expensive

lingerie than any other group (Infomat). The following graph demonstrates the percentage of lingerie

purchases by age groups (Infomat):

The consumers can be further segmented according to their lifestyle. There are five major lifestyles that

have been identified which represent attitudes and moments in life of the consumer (France-Interselection).

These areas are professional, leisure, high fashion, standing out, and rule breaking (France-Interselection).

The professional lifestyle is characterized by work, duty, and dedication to a profession; while the leisure

lifestyle is characterized by play and recreational pursuits. Consumers in the high fashion lifestyle are

fashion conscious and constantly follow and wear new trends. Those in the standing out category like to

be noticed and are generally flashy.  Finally, those in the rule-breaking category enjoy living on the edge,

taking risks, and being unconventional.

The Nature of Competition Four major competitors in the French lingerie market are the American

company Sara Lee, the Italian company La Perla, the German company Triumph-International, and the

French lingerie franchise chain BodyOne. Their approximate percentage of market share is illustrated

below (Monget, Sara Lee, Triumph, BodyOne, La Perla).

Percentage of Purchase by Age Group
(clockwise from pink)

15-24years - 26.36%

25-34 years - 19.02%

35-44 years - 15.11%

45-54 years - 21.02%

55-64 years - 18.48%



Triumph International is the world’s largest lingerie producer. Their lingerie is competitively

priced; however, their weakness in the French market lies with their distribution strategy. Their product

is offered only at a very few high-end department stores mainly in the Paris area. Consumers who are

unable to shop at these stores can purchase their lingerie online from several e-tailers. This limits the

market that they are able to reach because most women prefer to try on lingerie before they purchase it.

While their product lines are not as trendy and luxurious as ours, they still command a large percentage

of repeat buyers as their brand is well recognized.

Sara Lee with over twenty different lingerie brands is able to appeal to almost every segment of the

market; however, they have a limited selection of sexy nighttime lingerie. Some of these brands include

Bali, Playtex, Wonderbra, Hanes Her Way, and barely there [sic] (www.saralee.com). These brands appeal

to women who are concerned with function over form. These women therefore are not too interested in

having their underwear look sexy as they are with it fitting correctly and feeling comfortably. Sara Lee’s

sub-brands are quite extensive, even more so than ours but none offer comparable sexy premium lingerie.

Most women have access to their lingerie because it is sold throughout France through major department

stores. Sara Lee offers a wide assortment of lingerie products priced in the low to mid range. The price

points and styles of their lingerie have excluded them from reaching the higher-end market segments and

those women interested in sexy bedtime apparel.

Although the Italian La Perla manufactures similar styles of lingerie as Victoria’s Secret, their

products are consistently priced higher than our lingerie. La Perla’s products are of luxurious quality and

are designed to be form over function. La Perla’s buyers are more concerned with the look than making

sure it lifts or tucks the way it should. Victoria’s Secret may choose to directly compete with La Perla in the

future and offer new luxury lines that are priced competitively with La Perla’s. La Perla is able to appeal

to the mid to higher end market segments, but are not able to reach those women in the lower to mid-

priced market segments. Because their product can be found in many high en department stores, including

Le Bon Marche, as well as in a few stand-alone stores throughout France their lingerie is easily accessible

Current Market Share of Competitors
(clockwise from pink)

Triumph International - 8%

Sara Lee - 12%

La Perla - 15%

BodyOne - 18%

Other - 47%
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to consumers in their target markets.

BodyOne, a French lingerie chain, offers consumers a wide variety of lingerie items at competitive

prices. Their staff is well trained to assist consumers in sizing and selection. Located in every major city

in France, they offer consumers a convenient shopping experience. BodyOne chooses to distribute its

products through its own free standing stores and website (www.bodyone.fr) and will be our major competitor

as their visual branding strategy as well as their product line is very similar to ours. The quality of their

lingerie is about the same as Victoria’s Secret. They however do not offer lines such as Body by Victoria,

which gives the wearer a seamless look, nor do they offer sexy extravagant lines such as our Very Sexy line.

Their product offerings are mostly in satin and mesh with not as much support and boning as ours.

Channels f Distribution Because over 40% of lingerie sales in France are made through department

stores and retailers, a new entrant into the French lingerie market should employ the services of a French

agent in order to gain access to these stores (De Villoutreys). Although using an agent is not required by

French law, using their services are highly recommended because it is very difficult for a company to gain

access to these stores without one. Generally these agents will request exclusive representation and will

charge a commission of 10-15%.

Catalog sales make up a large portion of lingerie sales. Companies can easily sell by catalog in the

French market by mailing catalogs through the French postal service and shipping the merchandise through

shipping merchants such as UPS. Specialized chains will usually only market the products that carry the

name of the chain; however, some chains do carry the products of several manufacturers but these

opportunities are limited. Sales at independent stores account for a good portion of the lingerie market,

but the time and money that is involved with contacting each proprietor is exceedingly great.

Establishing a subsidiary in France offers several advantages to the manufacturer by allowing them

to quickly adapt to the market, by giving them more control over the training of staff, and by retaining

control over trade secrets and intellectual property (De Villoutreys). The major disadvantage is the large

investment of capital that is needed to follow this approach.

Brand/Company Marketing Strategy
Entry Strategies Strategies most commonly used by lingerie manufactures entering France are

exporting (De Villoutreys). Because France is part of the European Union, companies with manufacturing

facilities in the EU can import lingerie without any import taxes or duties. Those companies located outside

the EU can still import lingerie into France, but they will have to pay on average 38% of the apparel’s value

in taxes and customs duties (De Villoutreys.). This is a relatively easy strategy to copy because there are no

quotas on lingerie products, but there are strict labeling requirements for the products (De Villoutreys).



Feasibility of Organizing the Business France has made it feasible for foreign companies to import

their products as well as to make foreign direct investments (FDI) into the country. Products imported

into France face ad valorem import duties and value-added taxes which generally do not exceed more than

38% of the product’s value.  These products also face certain labeling restrictions. This approach allows

companies to manufacture their products in low labor wage areas, existing plants, or in low cost areas and

then transport them to France. Companies wishing to establish manufacturing plants of apparel or lingerie

will find that France has one of the least restrictive FDI policies in the world (Kohn). Investors will find

a productive and skilled workforce; however, very high payroll and taxes do exist within the framework of

a 35 hour workweek (Kohn). An advantage of manufacturing in France is that products can be transported

to any European Country without incurring taxes or duties.

Entering the French market via a joint venture with a French company allows the costs to be shared

as well as gives the foreign company insight into the market through their partner. The disadvantage is

that the profits are shared as well as the control. The French are very liberal on their acquisition policies

by foreign companies. Only acquisitions in certain sectors undergo a one-month review; however, the

apparel industry is not one of these (Kohn).  This approach allows the foreign company to gain market

share immediately and inherit a customer base; however, there may be problems with turnover as policies

change and the culture of the French business comes into contact with that of the foreign company.

Legal Restrictions The legal aspects of labeling requirements, tariffs, and non-tariff barriers as

previously discussed under legal environment will affect the lingerie business; however, these restrictions

are not harsh enough to adversely affect the feasibility of entering the French market.

Market Coverage Strategy We market our brand to modern and sophisticated women who value the

importance of buying undergarments that have a positive emotional effect on themselves. We envision

Victoria as a sophisticated English woman who is successful, confident and very elegant. She is well traveled,

glamorous and enjoys luxury in life. (Silverstein & Fiske)  Women like Victoria exemplify the women we

imagine wearing our brand. We see Victoria’s Secret as Victoria’s lingerie closet, allowing our clientele to

enjoy her sense of style and shop her closet. We seek to target women who are fashion-conscious and enjoy

luxuries. Our target market in the United States consists of these like-minded women from the ages 15-

34. We will be targeting this age and psychographic segment in France.

Like our marketing plan in the U.S.A., we will be marketing our lingerie to fulfill the consumer’s

needs for special occasions as well as their daily needs. We have a more diverse product offering than our

major competition with the exclusion of Sara Lee who distributes more than one brand. We, however, have

more variety within our brand than any of Sara Lee’s brands. Our lines will appeal to women of many tastes

in our target market from our Signature Cotton panties and loungewear to our Second Skin Satin and Very

Sexy lingerie and nighttime apparel.
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Strategies for Reaching Segments We plan on differentiating ourselves from our competitors by

emphasizing our accessible luxury. Our lingerie will be available to our clientele through free standing

stores in France as well as through a mail order catalog and an e-commerce website, known as Victoria’s

Secret Direct. Each of these distribution channels is easily accessible to women in our target market and

will exude the type of luxury that is expected of our brand.

Victoria’s Secret’s marketing strategy is reaching customers anyhow, anywhere and anytime-and

offering them the same high-quality merchandise. Across all channels – catalog, stores and Internet, the

same products are launched at the same time in exactly the same way with the same quality and same price.

This 360-degree strategy ensures that the Victoria’s Secret customer gets the same lingerie through any

venue. (Del Franco)

Until we gain market experience, all three French Victoria’s Secret stores will be located in northern

France. We will be importing all of our products from our existing manufacturers. This corporate strategy

allows us to ensure consistent quality among our products no matter where they are sold. The disadvantage

will be the ad valorem and VAT taxes that will be added to the imported products.

Our visual branding consists of our signature pink, as well as black and cream. One of our major

competitors, BodyOne has free standing white wood paneled, brushed aluminum accented stores with a

similar color scheme of pink and navy blue. We will have to differentiate ourselves in the French market

place to ensure that our brand does not get confused with theirs. In France we intend to emphasize the

black and cream more than pink in our existing visual branding and using the softer lighting scheme in

our white wood paneled stores to our advantage. Pink, our signature color, will be used subtly in certain

areas and tinted lighting in focal wall displays. Photography used in the store’s visual signage is closely tied

with the style that is presented in the catalog and online. This photography emphasizes the supermodel’s

assertiveness and creates a shopping experience representative of the Victoria’s Secret lifestyle: sophisticated,

sexy, modern, feminine and loaded with attitude (Hanson). Mannequins will be molded to resemble our

current supermodels’ body types and facial features in assertive poses in silver metal as well as various skin

tone shades to best show the lingerie.

Contrasting with BodyOne’s minimally furnished stores, we plan to include seating areas within

our store that can be utilized by our clientele or their companions. These seating areas are furnished with

classic shaped French-style furniture upholstered in luxe fabrics. Our sales associates will regularly offer

our clientele in our stores complementary tea, coffee, bottled water or bottled soda while they shop or rest

as is custom in specialty stores in France. The furnishings also extend to our dressing rooms with upholstered

chairs and step stools. Dressing rooms will also be fitted with soft “bedroom” lighting to allow the clients

to see the products on their bodies in the most flattering light.

Our product in the stores, in the catalog and through the French Victoria’s Secret Direct will include

French labels and washing instructions wherever applicable. Trademarked names such as our brand name

and collection names such as Body by Victoria will not be in French but sizing information, manufacturing



information and washing instructions will be translated.

 Perhaps the most aggressive way that we can target our market is through our mail-order catalog

that offers a huge visual impact. We can romance our clientele through use of world-class supermodels in

exotic locations such as the beaches of the Bahamas and the French Riviera. (Chamberlin). The “look”

that is exuded through the catalog is assertive, individual and feminine. The Victoria’s Secret catalog in

France will contain all the same photographs and products as the catalogs in America except the product

descriptions will be written in French. Victoria’s Secret owes its success to not only the patronage of women

but also of men. Thirty percent of Victoria’s Secret’s sales are owed to men. (Del Franco) These men buy

heavily from the catalogs and through the Internet and avoid the overtly feminine environments of the

stores. Making our product easily accessible and attainable to this segment will only strengthen our brand.

As always our lingerie will be available to French consumers via our website (www.victoriassecret.com).

Our website, known as Victoria Secret Direct, showcases the newest arrivals to our stores as they are

introduced in the catalog. This consistency ensures that the customer is aware of all our products, new and

old, in the way we wish to present them. Victoria’s Secret Direct for our French customers will be tentatively

located at www.victoriassecret.fr and will be written entirely in French. Should our French customers wish

to order in English, they may also order from our American Victoria’s Secret Direct at www.victoriassecret.com.

Shipping rates associated with products ordered online or through the catalogue will fall considerably

from the current 23% of the selling price because a distribution center will also be located in France to

supply our free-standing stores. Shipping rates to other European nations will also drop due to this new

distribution center.

Victoria’s Secret Product Lines Victoria’s Secret offers an extensive and beautiful product line.

Victoria’s Secret is predominately recognized for ample selection of bras and panties.  When shopping at

our store clients shop by their favorite collection.  One of the collections offered is Body By Victoria, which

is known for using a soft, hi-tech micro-fiber for a smooth fit.  The look is seamless with modern shaping

for support and comfort. Another line we offer is Signature Cotton.  The whole collection uses only cotton

for a more comfortable and soft feel in all types of panties and bras.  The Very Sexy collection is provocative

and seductive applying satins and lace with sexy shapes that include push-up, lightly lined, and demi-

styles.  Using romantic lace, smooth satins, and cleverly angled underwires for push-up contouring, the

famous Miracle Bra has a superior cleavage enhancing quality. Victoria’s Secret’s Second Skin Satin collection

feels fabulous because it uses lycra which is a soft, silky fabric for immense comfort.  The Angels collection

contains heavenly lingerie that utilizes two-way stretch cups and graduated pads for maximum cleavage.

There is also the Emma collection that uses a seamless stretch lace to offer a more smooth, wear-under-

anything finish.  Victoria’s Secret is known for its PINK collection, targeted to women 18-22 years of age.

This collection boasts a motto:  Fun, Flirty, and Pink.  When shopping for bras and panties, customers have

the option to shop by style.  The styles for brassieres range from push-up to full coverage to strapless and
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convertible.  The styles of panties we offer range from thongs, bikinis, low-rise to briefs.

Another product line sold by Victoria’s Secret is the sleepwear.  One collection of sleepwear is the

Sexy Sleepwear line that includes very desirable lingerie that for the most part uses materials such as silk,

lace and mesh for a beautiful sexy look. The Casual Sleepwear line uses more comfortable, warm, and cozy

materials for relaxation, as opposed to the Romantic Cottons line which uses soft and sexy cotton fabrics for

true pampering. Victoria’s Secret extends the PINK collection to sleepwear as well.  This line is still sexy

but includes comfort, and, of course, the color pink.  The Bridal sleepwear collection predominately uses

soft, silky materials including silk and satin in shades of white.  When shopping for sleepwear customers

can shop by style.  The different styles include slips, baby-doll, gowns, sleep shirts, robes, slippers, and

pajamas.

Victoria’s Secret Beauty is a line of cosmetics and our best selling fragrances which is available in

all Victoria’s Secret stores, catalogs and through Victoria’s Secret Direct. We offer high quality cosmetics

for eyes, face, and lips to suit a wide array of skin-tones. Victoria’s Secret Beauty also offers a fragrance

collection that includes Secrets, Rapture, Dream Angels, and the newest collection Very Sexy that offers a scent

for both women and men.

Victoria’s Secret also offers a wide array of clothing, shoes and swimsuits.  Our clothes and shoes

offer styles for all lifestyles and in high quality fabrics and leathers. Victoria’s Secret clothes follow all

seasons from summer clothes to winter clothes as well as a denim line. Our shoe line offers stylish shoes

in all types from thigh high boots to summer sandals. Under the Bridal collection of Victoria’s Secret

customers can also find bridesmaid dresses, shoes, accessories and shower gifts. The swimsuit line offers

suits in a large range of colors and sizes. Styles range from provocative two-piece suits to simple and sporty

one-piece suits. These three collections are only offered through the catalog and Victoria’s Secret Direct

to our French and U.S. customers alike.

Product Lines Tailored to the French Market In expanding our product into France we are aware

of the current trends in the lingerie industry. The French lingerie industry is the largest in the world and

is well known for exceptional quality and style. In order to compete with the higher priced luxury lines of

lingerie that is offered in France, including the Italian La Perla, we are introducing a new line for French

women that will be only promoted in the French stores, catalogs and the French Victoria’s Secret Direct.

This line features the top of the line products that we currently sell, including Swarovski crystal studded

panties and brassieres as well as full length silk and satin robes and nightgowns. In addition, new styles

will be introduced that are made with only the highest luxury grade of fabric in styles that are comparative

with the styles that fashion houses Dolce & Gabbana and La Perla offer. These styles are the ultimate in

sexiness and are extremely provocative and modern. Due to the exclusivity of this product both regionally

(only sold in France) and economically (priced considerably higher than core Victoria’s Secret lingerie),

we foresee a demand for the new line by upper class French women.



Price Levels Considering the competition, our lingerie will fall between the price ranges of BodyOne

and La Perla. We feel that although our style is comparable to BodyOne we can justify charging market

prices with high ends that are higher than BodyOne due to the scope of our product offering. We offer the

latest in seamless undergarments with our Body by Victoria line and nighttime lingerie in more styles,

fabrics and colors than BodyOne. Our higher end lingerie is priced close to La Perla’s standards because

we have a side to our brand that seeks to fill the needs that are highly indulgent. We also offer other non-

lingerie related items such as perfumes and cosmetics. The prices are translated close to the American

conversion as the same lingerie is offered online on our website (www.victoriassecret.fr) and is available

for shipping to Europe. Although our clothes and shoes will not available to our customers in our freestanding

stores, they will still be available to our French customers through our direct-mail catalogs and Victoria’s

Secret Direct. Current prices for general product lines follow for Victoria’s Secret’s potential competitors

as well as proposed prices for Victoria’s Secret products. Brassieres include unlined sports bras to boned

push up, panties include thongs to briefs, sleepwear includes cotton boxer shorts and pajamas to sexy

night time lingerie. All prices are reported in Euros.

Promotional Efforts Victoria’s Secret offers the Angels credit card that gives our customers an initial six

months worth of savings (worth up to 100 Euro) when they use their Angel Card. These cardholders receive

preferred client status with access to special promotions and previews of new products, convenient shopping

in all Victoria’s Secret’s channels of distribution, select mailings of Victoria’s Secret catalogs and mailings

with coupons that non-card holders do not receive. Customers can also be approved or upgraded for the

Angels Gold card that awards our most-valued clients with exclusive benefits and Angel Rewards merchandise

certificates

Print advertisements in newspapers and women’s fashion magazines and all private home mailings

will also be distributed in French. The mailings will be limited to subscribers of our catalogs and Angels

cardholders and will include incentives such as coupons good for one free panty in our Signature Cotton

line or a 25% discount when a certain amount is spent at the store. Additional mailings will be exclusive

to only Angels card holders.

Our customers can also subscribe to our mail-order catalogs while shopping at Victoria’s Secret’s
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freestanding stores or they can request them on our website. Currently in the US, 380 million print catalogs

are mailed each year. (Chamberlin) These catalogs show the newest styles as they come out in the stores

and online through Victoria’s Secret Direct.

Our French Victoria’s Secret Direct (tentatively www.victoriassecret.fr) will be entirely in French.

The website is promoted heavily to our customers as the website’s address is printed on all store’s mailings,

on the backs of catalogs as well as all order forms, receipts, shopping bags and product tags and packaging.

Victoria’s Secret will employ French language advertising on television. The heaviest times of the

year for television advertisements are in December and June during our famed Semi-Annual Sale where

our best selling brassieres and panties are sold for thirty to fifty percent off. The televised commercials

year-round feature our supermodels wearing Victoria’s Secret underwear in minimally furnished bedrooms.

Accompanying music used for the French market is ambient or slow French or Europop music. Other

televised events include our annual Fashion Show, currently shown on America’s CBS Network, which is

simultaneously televised and streamed live on Victoria’s Secret website. Last year’s show, shot in Cannes,

France, drew 2 million viewers and 15 million hits on the website. This year, the event will be held in New

York City on November 19 with special celebrity guests of world-class caliber.

Sales & Market Share Projections Victoria’s Secret will compute the market share and sales forecast

through the following equations:

[% Aware] x [% Available] x [% Triers] x [% Repeaters] = Market Share

[# of Potential Customers] x [Market Share] = Sales Forecast

Our potential customers are the 19 million people in our target market. We estimate that there will be a

+ 50% Awareness rate (due to existing brand familiarity within France as well as our heavy 

promotion)

+ 25% Availability rate (due to our 3 stores in Northern France and catalog and VSDirect sales)

+ 30% Trier rate (due to our initial promotions and coupons)

+ 50% Repeat rate (due to satisfaction of previous purchases)

With this information, we can calculate the market share to be:

[50% Aware] x [25% Availability] x [30% Trier] x [50% Repeat] = 1.875% Market Share

We can therefore calculate the sales forecast to be:

[19,000,000 potential customers] x [1.875% market share] = 356,250 customers per day

This storyboard is an example of the style of advertising we would use in France.

All text and spoken narration except for our name would be translated.
15
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